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This paper focuses on the roles of OEM（Original Equipment Manu-
facturing）as a business strategy in terms of both theories of product
life cycles and business design strategy. It also reveals the effects and
problems for using OEM to contact manufacturers and the brand name
buyers. This paper introduces the perspective to the transition strategy















































（Own Brand Management or Original Brand
Manufacturing）への新たな動きがみられるが，
この論文のもう一つのねらいは，こうした企業の



























































































































































































































































（出所）延岡健太郎著『MOT 入門』日本経済新聞社 ２００６年 p．２７２































































































































































































































































































































































































































るのは，台湾の企業の OEM から OBM（own brad
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